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Abstract—iTV advertising provides consumers with new sales 
channels as well as gives higher return to the advertisers. T-
commerce is a tool in iTV advertising that enables users to buy 
something directly through television screen which is more 
flexible, comfortable, and convenient.  Studies show that there is 
a necessity to examine the factors influencing individuals to 
purchase products on television shopping program.  However, 
research effort on this is minimal.  Also, design models that are 
dedicated to increase impulse purchase on iTV advertising are 
scarce and do not include consumer behaviour regarding 
impulse purchase. In fact, research on the design of t-commerce 
for iTV advertising for effective marketing strategies is still 
lacking. Therefore, such a gap ought to be investigated which 
could contribute to the fields of business and interactive 
advertising. 
Keywords; t-commerce, interactive TV advertising, impulse 
purchase 
I.  INTRODUCTION 
Traditional TV advertising is less efficient and a revised 
interactive advertising model is required to commercialize 
the content on TV [15]. The traditional TV advertising uses 
push model, where advertisers send information to passive 
and non-interactive viewers [25].  On the contrary, 
interactive advertising in iTV is based on the original pull 
model, where the viewers have active access to the contents 
and active interaction with the services, where they are able 
to purchase or receive the information requested for specific 
goods via remote control [18]. 
 
On top of that, iTV advertising allows users to have two-
way communication by sending or requesting additional 
information back to the advertiser or programmer [15]. It 
also could convert the medium of TV from a passive 
involvement to an active involvement in order to encourage 
viewers to do purchasing and having interaction with the TV 
screen [19]. Other than that, iTV also provides new 
opportunities for advertisers to increase the effectiveness of 
TV advertising messages for interactive advertising [24].  
 
Additionally, iTV advertising provides audiences with new 
sales channels and gives higher return to the advertisers 
[33]. It is the most suitable method in promoting services 
and products since it provides a medium with ease of use, 
more efficient, high visibility, and could give viewers more 
enjoyment to watch. In conjunction, Television Advertising 
Survey [33] found that more than half of revenue in US 
comes from TV advertising which achieved to $41.1 billion, 
from the total of $79.5 billion. The users have been 
discovered to purchase new products or services because 
they view on TV [7].  However, advertising and marketing 
people have to know how to attract and influence customers 
to purchase the products on TV.  
 
There are different types of interactive advertising to attract 
viewer’s attention and provide with specific information.  
According to NDS Business Consulting [23], interactive 
advertising can be categorized into response, jump, tag, 
incentive, targeted, viewer response, and impulse purchase. 
Impulse purchase can influence and allow the viewers to 
purchase products while watching the advertisement [16]. 
By understanding the consumer behavior and environmental 
psychology, it will easily influence users to make purchases 
and access the products or services. 
 
Previously, marketing team realized the importance of 
impulse purchase phenomenon in traditional commerce, 
which allows the marketers to attract customers in many 
ways such as store position products, store promotion, 
product packaging in an enticing way to increase impulse 
purchase, and getting consumers to be impulsive [34]. 
Through the years, impulse purchase has also been made 
easier by innovations, such as telemarketing, debit cards, 
and credit cards. In the last decade, rapid developments in 
information technology have substantially changed the 
landscape of consumer behavior. The retailing availability 
for the Internet has brought about an increase impulse 
purchase [31].  Consequently, impulse purchase accounts 
for a large volume of product sales every year [1], 
contributing to t-commerce. 
 
For t-commerce, consumers’ buying opportunities will be 
expanded for an increased ease to make purchases and 
increased accessibility to products and services. 
Additionally, t-commerce will eliminate the constraints in 
terms of space and time that are always experienced by 
shoppers in the context of traditional commerce [29]. Goods 
and services are purchased easily on TV using a remote 
control instead of a telephone, PC, or PDA [17].  In fact, in 
the Europe and USA, Digisoft [8] found that the successful 
of t-commerce adoption was excellent.  In detail, 46% of 
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consumers are happy and interested in services provided by 
t-commerce.  Therefore, this study expects that the 
implementation of t-commerce in Malaysia could recolor 
the nationwide marketing and advertising landscape. 
II. INTERACTIVE TELEVISION ADVERTISING 
The Malaysian advertising landscape is progressively 
shifting its traditional media forms to the emergent new 
media advertising, but is still at a maturing stage [21]. With 
household broadband penetration at an explosive growth of 
61.4% and the Internet Protocol Television (IPTV) 
subscription increased its size fivefold by the third quarter 
of 2011 [21], while there are tremendous opportunities for 
growth the potentials of interactive advertising in Malaysia, 
which is prospective to be fulfilled.  According to 
Interactive Advertising Bureau [15], the number of TV 
household has shown the largest ownership. As forecasted 
in Bernama [3], the growth for this would be expected to 
come from digital advertising and the huge potential in TV 
and creative production. It means that TV is the largest 
important hardware for users in many purposes and 
activities. One of the purposes of TV is to provide 
opportunities for advertising [15]. 
In addition, most of the countries show that advertisement 
on TV has been an effective way for marketing products and 
bring effective strategies for marketing [15].  Television 
Advertising Survey [33] discovered that in 2011 almost 
$169 billion was generated by advertising on TV, and it will 
achieve up to $243 billion by 2016. It shows that, TV 
advertising is an important aspect for marketing around the 
world. TV advertising brings new opportunities for 
advertisers to reach higher consumers.  However, lack of 
interactive advertising made advertisers to use traditional 
TV advertising in promoting products. Traditional TV 
advertising is less effective in promoting product there have 
no interaction between viewer and television and has fail to 
increase the largest market on traditional television 
advertising [9]. Therefore, iTV is needed to make the TV 
advertisement more interactive and effective. 
According to Interactive Advertising Bureau [15], iTV can 
be defined as a television viewing experience that enables 
users to request and send information back to the advertiser 
and programmer.  It provides richer entertainment, 
information, and is able to provide two-ways 
communication between the viewers and TV. iTV allows 
viewers to take part and actively participate in TV 
programming.  User can use remote control to interact with 
TV and make TV more enjoyable and productive [10].  
According to Cauberghe et al. [35] there are 56% of TV 
audience using TV for entertainment, 79% of TV viewers 
like to interact with TV programming, 73% of TV audience 
want to have two-way communication with TV advertising 
and 58% of viewers want to request for a free sample during 
advertisement and TV viewers like to ask free samples 
through commercials. It shows that, iTV is able to take 
immediate actions during an advertisement including 
information request, request for a coupon, and asking for 
local retail locations. There are some genres, formats and 
contents for iTV such as electronic program guides, 
Personalized TV, personal video recorders, and video 
demand options [10]. 
III. T-COMMERCE 
According to Yu et al. [17], t-commerce is electronically-
mediated commerce over digital iTV. T-Commerce may 
involve purchase orders via TV by clicking through with the 
TV remote control. Development of services on iTV enables 
it to become an e-commerce medium merging voice, video, 
and data transactional, and combines the interactivity of the 
Internet with high quality TV video [37]. T-commerce is 
expected to change the style of an individual’s purchasing 
and to create new business opportunities for providers. 
There are two types of T-Commerce application [17], which 
is homeshopping and homebanking. Homeshopping allows 
viewers to purchase products directly on TV.  Meanwhile, 
homebanking allows viewers to check their balance and 
account status on TV. 
Development of iTV Service allows it to be a medium for e-
commerce which combines video, audio, and data to make 
commercial transactions (t-commerce), and combine the 
interactivity of the Internet with high-quality TV video [37]. 
T-commerce is expected to change the style of an 
individual's purchase and to create new business 
opportunities for suppliers. 
 
A conceptual Model for t-commerce has been proposed by 
Ghisi et al. [2]. It outlines three characteristics: Presentation, 
Form of payment, and Content Associatively. Firstly, t-
commerce presentation content of sales channel, program 
related, interactive advertising, and other initiatives. The 
way of payment has been proposed by Ghisi et al. [2].  It 
consists of payment by credit card, direct debit, and other 
forms. In addition there are two types of services related to 
TV content which is contextualized and independent. 
However, this model does not include consumer behavior 
regarding impulse purchase. 
IV. IMPULSE PURCHASE  
Several researchers have proposed variety of definitions of 
impulse buying.  As an example, Rook [5] defines it as an 
unplanned purchase, which happens when a consumer 
experiences positive effects when exposed to a stimulus. 
Later, Piron [11] integrated the definition and proposed a 
new comprehensive definition of impulse buying. 
Particularly, it contains four characteristics which are 
suggestion, reminder, pure, and planned impulse buying. 
Suggestion impulse purchase occurs when a consumer sees a 
product and tries to visualize the need for it [13].  
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Meanwhile, reminder impulse purchase occurs when a 
consumer is reminded to purchase the product when he or 
she sees it [13].  
 
Meanwhile, pure impulse purchase occurs when a user 
purchases products impulsively. The consumer may 
remember about running out of that product or may still 
remember an advertisement about the interest of item, which 
sparks the impulse purchase.  On the contrary, planned 
impulse buying occur when consumers do not plan to do any 
purchasing, but search for and take advantage of promotions 
in the market [13].  The common link across these different 
types of impulse purchase is that the purchase is a result of 
an exposure to the stimulus [11].  
A few researchers have studied impulse purchase behavior 
for different requirements such as traditional retail store 
[30], online shopping [4], website [36] [28] and Promotional 
TV Program [16].  In conjunction, Dholakia [34] has 
proposed one of the most detailed theoretical frameworks 
that explains the impulse buying process. Meanwhile, 
Dittmar, Beattie, and Friese [12] explain why consumers 
purchase products impulsively and Adelaar, Chang, 
Lancendorfer, Lee, and Morimoto [32] studied on how 
media formats have an influence on impulse buying 
intentions. However, previous research does not include 
how impulse purchase occurs in t-commerce context. As a 
result, this study will be focusing on impulse purchase 
behavior on t-commerce context.  
V. IDENTIFICATIONS OF RESEARCH GAP 
 
T-commerce is a tool in iTV advertising that is flexible, 
comfortable and convenient [25]. It provides various new 
opportunities for advertisers to market more effectively 
[24]. Studies show there is a necessity to examine the 
factors influencing individuals to purchase product on 
television shopping program, however research effort on 
this is minimal [16].  
Researchers have studied impulse purchase behavior for 
different domains such as traditional retail [30], online 
shopping [4], website [36][28], and Promotional TV 
Program [16].  However, particularly a design models that 
are dedicated to increase impulse purchase on iTV 
advertising are scarce and do not include consumer 
behaviour regarding impulse purchase.  
It shows that there are interests that could be further looked 
into.  On the other hand, a model for t-commerce has been 
proposed by [2]. However it does not include consumer 
behaviour regarding impulse purchase.  Perhaps an extended 
study on the model is required to ensure that practitioners 
have a good reference for implementation.   
In fact, research on the design of t-commerce for iTV 
advertising for effective marketing strategies is still lacking 
[14]. Therefore, such a gap ought to be investigated which 
could contribute to the fields of business and interactive 
advertising. 
VI. CONCLUSION 
T-commerce is a tool in iTV advertising that purposely 
facilitates the purchase of services and goods using a remote 
control through TV at home, instead of a telephone, PC, or 
PDA. As a result, it will make TV advertising more 
compelling and at the same time eliminates the constraints 
in terms of time and space that are always experienced by 
buyers in the context of traditional commerce.  
This study believes that there are necessities to examine the 
factors influencing individuals to purchase products and 
services on TV shopping program. In addition, the design 
model of t-commerce impulse purchase (TCIP) is really 
needed for iTV advertising in order to bring a great deal of 
value drives, such as audio visual attractiveness, two-way 
interaction and customer-centered services to the customer 
and enterprises.  
In addition, this design model is important in order to 
provide more vivid images, words, video, and audio that 
may make TV audience feel enjoy and believe that iTV 
bring more attractive than traditional TV or internet.  Based 
on this, this study initially proposes that the model should 
contain dimensions as outlined in Figure 1.  Currently, this 
very initial model has not been reviewed, hence it will be 





































Figure 1: Proposed Conceptual Model for T-Commerce Impulse 
Purchase in Interactive Television Advertising 
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It is anticipated, that the model in figure 1 can help 
practitioners in related fields to develop effective marketing 
strategies and help in earning substantial revenue for 
broadcasting companies. Besides that, having this model 
will help not only the advertisers and media organizations to 
provide further lights in interactive advertisement, but also 
TV audience to interact with the advertisement on TV 
screen that acts as a purchasing portal. It will give them 
higher confidence level and satisfied with the efficiency of 
TV advertisements. In addition, the proposed model will 
expand economy growth for the nation. 
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